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Pengaruh Faktor-faktor Perceived Value  dan  Satisfaction terhadap 




Bisnis online di Indonesia semakin hari semakin diminati dan 
semakin banyak orang yang berbelanja pada toko online. Pada saat ini 
banyak ditemukan e-commerce dengan konsep dan desain web yang 
menarik. Pengusaha bisnis online juga berlomba-lomba untuk menciptakan 
ide kreatif dalam mengembangkan bisnis online, demi menarik kepuasan 
konsumen untuk mengunjungi web, membeli dan loyal pada Lazada. 
Penelitian ini ingin mengetahui dan menjelaskan pengaruh faktor-faktor 
perceived value dan satisfaction terhadap loyalty pada Lazada. Teknik 
analisis data yang digunakan adalah SEM (Structural Equation Modelling) 
dan menggunakan program LISREL. Penelitian ini mengambil 140 
responden sebagai sampelnya yang berusia minimal 17 tahun karena pada 
usia tersebut responden dianggap bisa mengambil keputusan, dalam 3 bulan 
terakhir pernah membeli produk di Lazada. Kesimpulannya adalah diterima 
adanya hubungan positif dan signifikan antara emotional value, social 
value, price value for money dan perfomance/qualty value terhadap loyalty, 
perceived value dan satisfaction pada Lazada. Hasilnya menunjukkan 
bahwa: (1) emotional value berpengaruh positif terhadap perceived value; 
(2) social value berpengaruh positif terhadap perceived value; (3) price 
value for money berpengaruh positif terhadap perceived value; (4) 
perfomance/quality value berpengaruh positif terhadap perceived value; (5) 
perceived value berpengaruhi positif terhadap satisfaction; (6) perceived 
value berpengaruh positif pada loyalty; (7) satisfaction berpengaruh positif 
terhadap loyalty. 
 
Kata kunci: Emotional Value; Social Value; Price Value For Money; 









Online business in Indonesia is increasingly in demand and more 
people go shopping at online stores. At this time, it is found that many e-
commerce with interesting concepts and web design. Online business 
entrepreneurs are also competing to create creative ideas in developing 
online business, in order to attract consumer to visit, buy product, and 
loyalty to Lazada. This research wants to study and to explain the influence 
of perceived value factor and satisfaction to loyalty to Lazada. Data 
analysis techniques used are SEM (Structural Equation Modeling) and use 
LISREL program. This study takes 140 respondents as a sample who is 
more than 17 years old because at that age the respondent was considered 
able to take decisions, in the last 3 months had purchased products in 
Lazada.The conclusion is those are proven the influence of emotional value, 
social value, price value for money and perfomance/qualty value positive 
and significant on loyalty through perceived value and satisfaction at 
Lazada. The results show that: (1) emotional value a positive effect on 
perceived value; (2) social value has a positive effect on perceived value; 
(3) price value for money has a positive effect on perceived value; (4) 
perfomance/qualty value has a positive effect on perceived value; (5) 
perceived value has a positive effect on satisfaction; (6) perceived has a 
positive effect on loyaty; (7) satisfaction has a positive effect on loyalty. 
 
Keywords: Emotional Value; Social Value; Price Value For Money; 
Perfomance/Quality Value; Perceived Value; Satisfaction; 
Loyalty. 
 
